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.Survey Shows
PagingGrowth

and Predicts
.Stable Revenue

Paging growth in the 19908 has been
accompanied by declines in revenues

per .pager. A new survey shows
things. are changing.

The u.s. pap,lndu.try ha.
been charaetelized itl recent
yMl'I by .vpriJinp)' strons

powtb,....competition 1ftmajor
metropoUtan. area. and IrtcreUUt,
c:leJ.naDd fOr f1Ipplemtfttal'y Ml'Yict
optlonI, IIICh II..... PIIIIaK and
voice maiL TlwH lac'orihiveDten
accomplDiec! by cStcI1ftlnI Jf¥eI\,*
per papr. lMel (Economjc and
MangementConswtants IRtema.
tiorW.:~) proJedt that tNt papr
nrvauae tImd. will~ lOOn, uc1
continued~wiD" ICCOIDpe­
ftitd bymort stable nMtftUe SpIes

per~uwa•• recorel pwth
,ear for the mamber ofptptI 1ft Itt·
......1.9 mIJUon papn wwe added.
to the iNtdIdbIie fit 1991,brtnII:ng
the total to 11.8 miWon.1n acldliolt,
1991 ClOIdInuedl99tY.ltIOI\Ipowth
treM~ the economic r.a.ion
(1990'. lurae added 1.8 mllllon
.,.~).SMa believes powth will
mMtn fObutt·1ft the future, pIOjeet­
ing moft than 20 lIU1Uon peprs in
88rYIce~ 1996-

The data lIftd mtormation for this
article W8N tabn froa\,SMa. pub-­
11catloo, n.S,* OfTltAt u.s. ,.peg::::::z: J992, which contain.

• aiWyIII aad~ lor
the pasma iftdu.try. The~ is
bued Oft an umsal survey ofJ'IIIftI
carrien, pabUc financial c:locwnentl
and indu.try interviews. AU com­
peny-tp'.dfk .lnfor:Iftation in thiJ arti·
de was obtalned from pubUc SOuratS.

&eovaauc Per·Papr

Revenue per ptapr II an IDtportant
componeAt oHhe industry's health.
Wh1le totI1 JndUltr)'8Ylcenrvenua
have srown by 10" to IS" annually
in the past MVwnl ytus, the awrap
revenue per 'ller has fallen each
year.

Several factors contribute to'the''''rap!'8ftftue per papr. OD. 15
the mix ofpepr typeIlI\IIdftIup the
iMtalltd.. of papn. Another Is
the IV.,.ue per papr of each of the
four t)'pe$ of~ cIIsttII display,
tont only, lone-yoke ai\d. alphanu­
meric. A tbircI factor is value-added
.ervlce., such ., voice maU and
resional ,asins $emce, which
lftc:raH tNt revenue per,...... Yet
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Tablet

.DJBItIIDJJp1ayaneD..,1"1991

Yelt I.eveftue kwma.Dtdine
(DoUus PerMonth) (Dollars PerMonth)

1981 25.80
1. 20.30 5.!50
1989 18.20 2.10
1990 16.70 1.50
1991 15.40 1.30

aftother factor Is competi"OI\, which
...__Ift JarAe metropoIitu mu-
Uta. PiMlly, vOlume cIlSCOUftts and
the .pUt between 'rental uc! cu.­
tomef.owMd paprs also affeet the
.....'ftIVenue perpI8C.

c:om,a,.....
The Jmpec:t of various fadon can be
o1>ttrWJcl by~ the revenue
per papr of lncUvidual complnle.
thathave clUtVentbwIlMu anct mar­
Mdfta ttratepes and operate 1ft dif­
IenftfenYiroNMntl.

raFftI NetWOrk, Inc. (PapNet),·
thelUptt pasms company in the
tJnlte4"State., aim. to be the low­
~ hiP<!uaBty operator in its mar­
kets mil to compete IlIpIftcantly on
price. The COIlII*'Y foCuRs 01\ lup
metropolitan markets with popula­
tions of at I...t two million people.
TheM anll'Wbts whet priCe com­
petitiClllIl JUbltant1al.

M reporteclln Pqiftg Network's
SectUitl.and Bxchanae Porm s..1,
diptal dilplay and tone-only pIlprs
11'I14, 'If. .pproximately 99" of
PapNet • ptPD In lttYiee in June
1mCOIftpUN to theind~ Iver­I.~&r' (h\ December 1991). Digi­
~y and tofte.on1y paprs typ­
le,lly senetate the lowest Hrvice
1'tYtJlUeI per papr of the four types
ofpapa.

Approximately 4~ of haeNet's
~ ue. voice man MI"Vic:lI, com·
pared to I 101 Industry average.
PapNet's focal on eHidenc)' and
price, its location in hiIhIY competi­
tive markett, .d its mix of paser.
and MI'YIceI are reflected In Its rev­
enllel perpapr. In 1990, PqeNet',:if3.monthly NYalue per pqer

Dial rap att.mpt. to position
itself u the premium prOvider of

~
-qua1tty~ICYicn, com­

• on trariIIriItIien quality, relia.
IUty, custOmer servlc., coverage

UR anel price. Most of Dial 'ase's
madoetIueln .....nto IMdlwn.bed
IMtropoUtan antal. As nporteclln
Dial hat'. Securities and Exchange
Ponn~ 1t~ and 13~ respectively
ofDial PIge'1 pagers In tetVice were
hlgh-co.t alphaftulnVic and tone­
voice pqers InSeptember1991, corn-

• 'J'ILOCATOJt A~/S8P'tsNB1R 2992

pared with '.Net, wbkh had less
than 1~ of paprs in~ce in each
ea~ry.

ore than 18. of Dial 'a..',
pasers UM reldona! ..rvlce, COin­
paied to 11\W~...... of 16•.
bal"'s~oI~~um
HrYlce is tnChibite4 ia itt Nlatively
h1ah revenut per papr, 124 per
mOnth In1990.

SkyTel Corp., a .u.bslcUary of
Mobil. Telecommualcation Tech­
nologies Corp.... is the _ ..nation-
wide palin,- sel'vic:. provid.r. In
1990, SkyTei.a~ lDoNhly xev·
enut per unit (includIDI PIIIin& and
voje:e-Iftettag!ng aNtI) Wai$0 per
month. Nationwkle-*"....tes
J.ilniicantly more N'M\1lt per pager
thin localMl'Y1ct.

More IftClmore radIoClQDftOl\ car·
rim are bepftntng to eM. nation­
wide service to their cuetomer"
'INny u raeUen for" MtIOn­
wide p&PftI provl-" o.m.n are
1nmatinl ftltionwide MtVlce in
respoatt to e:uttoIDIrdemIacl and as
a way to Incttue JWVDII8I. PapNet
bepn offeriftI natIoawIdt PQibI in
1990, Incl20hpNtt-.kttl recave
nationwicle-w:.,

TWeftty-nifte pe'" of fInad 1ft
HMCI', .utYey off..Mtlonwide
,a,ina "rvieein 1"1 compared
With it~ ift 1992. PoU' percent of
pasiftS cu.tomei. lubscrlbe to
ftat10nWkIe paPs-
B.eveilu.byTyptof'"
PlguN 11how1 the ......ofptpn
in servk:a by type of,......a tftdi­
cates the domJ.nlnc:e of dtllta1 dis-

pkypapn. JePmin,tn 1992-1993,
all'hlnWnedcpa~are expected to
become the .econd:20stopular
papr type and are to con·
tiINt lnc:reulni their • ofpaprs
inMtVicl.

AJphanumftk pliers.....the
hi.... revenue per ,..,ofthe.1our
papr types. Alphanumeric rental
paptft\'ellueshaveranpclfrom127
to S29 per morath per~ over the
pa.t MYft'a1 year•• DJ..~l 41.play
nmtll rt'Mluet per papr have fIIltn
from 125.80 per month ill 1987 to
515.40 per month in 1991. Por 1992,
EMO prOfacts average dfllt" eli.·
play Aft,tal revenue per p••er of
514.90 permonth.

The bu:rea'in, popularitY of
va1l1...clcted HrVlCes and alphanu­
IMricplllinghunot.........
clent adaJtfonal reveftUft to offset
d~ cUaital diqJayavenuti.
1heIIYeItIt ind.uttry..-viCeNWl\ut
per pa.er, inc:lucllnsal1 type. of
~Ms cltc1tMd fiOm It':-14 per ,
month in 1988 to 51..-~ JnOfttfi in
1991~ 2). For 1992, IMQ~
jeetI In AcIcBtlona12" drop to 'IUS
perpap!' permonth.
s.m.a.w.-
Stroft, arowth ia the IUIlIlbel' of
pa,.,. In service contrlbutecl to
I ....pte Industry eervtce nvaue
arowfh·of 14" in 1"1, ele.pite a
clediM itt average D\Ol\thly NWftut
pet ,apr of 6", from J15.6' pet
month to$14.80~month. Total_­
viCe I8WIUItS reic:hecl the$1.'bIBon
mark In1991 (Fipre I). 0Wtal diI­
play nvenues ccmtributtd $1.• bU-
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lion, tont-volet roaghly 5200 mU­
Hon., alld alphanumeric and ton.­::Jt approximately Sl00 million

paging. Tone-only Ind tofte-voice
reven.....~tomDlJftfJat

EMChJleV.. that the Inrage
mrenue pet.,..wiIlltUWze Oft!'

. thenextMveial,.... DJ&W~y
",viet prict declines1\lve 1,;.,1\
moderatlftg.ch year, IftdiClitma I
Ooor frtce U 'belnl app~ch.d.
Table thows the cIecliiatI in dlpta1
difpJayll\Ol\tNy revenue per~r
&om 1988 to 1991.

.A1phImaIDIdc paaers, which pm.
erate themolt revenue ptfpapr, art
the faste.t p'owi~1 rapr type.
Alphanumeric ,apt'. increuil\8
share of the lDJtIlljd baH will help
stabilla ovenll revematS per papr.
h\ereu.inl demand for ftltioftwldc
p-ains, rtFonal Htviee, and
enfilncecl service" luch If voice
mailr wD1 a1IOCQIltdbutt to more Ita·
ble revaue perpapr.Snt=.compaN" have
lftldept- to the Piclen1 Com-
xnumcatiOft. CommlAion to offer
advaaced.,.....and~..

11le K2+TN Serits ArdaNI &om

..

the AIdaJ\I Compmy IN pII'IIlteed for lile.

And, tlwfre-,....... becaae thtn art only
. 11Im. pIectt 10....ble.

fY?~~~ W~~
~CS· _'WIn. ~. If''l.COlI

• Made In U.S.A. •00Il rnoIaId 1nIO...
·Nrolllcone~ 15" .....
.__ RlICIIInI

.,.................. pnlIICII • ~tooIC

....In car..... . 1I1w cIIIiIJr'
-WHIIPIR"" ...._... •A""."""
• 15 ft. ... tneloIIcI 00ll wNp

. •• (I&LV-M) • LaaIM w.o•...,

¥CE IHJ"U~~"'.'._""'-'- . ====-
1b",C~_ .
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.FiplY3-4n,..zp.,mg ,........try~~ 1988-2J92.
s.un:c: SMeI, 11fC.,'" _ £Mel ,.,m,~~,,_1"" ,,,.1919,
~ 1989,~t990"""~t992.

vlces. Thtte propoMls mducSe MW TheMsentc.-..ifJm~ CXN14
data 1eJ'Yic:es,~d.to-aa P.8Pg, Jncrea.. palin, ftveftue, alpifl­
patdna acknowledgment ad open cantly.
Ucluteduft messaging platforms. PIs-Net, for example, ha. pro..
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0 ,- .. tilt ..........

poIed.~~~~"
ins service. Itt • market-potential
study conelu.cted "1 !Mel and
incluclecl'iI\,hpNet ,pee fillns,
stron. e1.lMftci w.. iftcl1cattd fO,
'apNet'. voice--pa~ItI'Vice at a
pric:e ten doUatshfp thin tradi­
.tioMJ.JlUIM1ic: dIaitM.mce·

In conduicm,'lMCI psoJeds c:on­
tlnued stronspwth in the nuznber
of paprt ill tervlct and total MtVice
revenues for the paJi:.fnmelustry.

~~Jfl:'paglng=
place,,with alphanwnedc: 6ecosning
the second most popular1III'Yice.The
average revenue~ pap: should
stabiUie in the nearfatuNatappzoxi­
mately 514: to 514.50 per papr per
month. .' •

RDberl G. Wpw if a~t".;.I­.ft, in..,..,.,., ittbItry_It EMet
Iftc., •~QmlMJl.fticllliou~lt·
iftg Ii,.",~ in W_i"gttm,
D.c:. . •

PAGEMASTER PHASE n 'SF-85 DIGITAL/ANALOG
STORE and FORWARD

CTI's dynamic duo, Pagemast8r Phase II and SF-85, .. designed specfically for today's
demanding requirements. WhIle 1he proven I'IIabIe Pagemastet provides big peging
system features at an affordable price, .... SF-85 DlgitaVAnaJog Store and Forward

makes It pOssible to extend your peging coverage into those difficult
to ICC8IS are88 Where 8imUIoUting Is not economicaly feasible.



Pagers for the
Masses: The Yearof

ConsumerPaging

Lower prices and greater awareness of the
value ofpaging are fueling aconsumer boom.

_ ...s. ......of rln ••• Ps...C••••__ ", ~

1='Is.o
.. .
O~-

........ S,OOO .....
. ... of'Firm ( )

,



...

• •
-I

I '



I

-Retail distribution Is".
complex and his:
many riskfactors
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Growth Seen Ahead for Pagers

HFD March 30, 1992
:rSSN: 0162-9158

p. 89

By Jam.s La Rossa Jr.
HEW YORK - Both pager manufacturers and carri.rs of pager .servic.s are

k.ying on evolving Am.rican lifestyle. to .ignificantly .xpand the retail
pager bu.iness over the n.xt five year••

The telecommunication. indu.try, which exp.rts .ay still has many years
of qrowth ahead of it, recoqnizes that r.tail stor.s can attract a wide
variety of customers. But, now that retailers r.coqnize the potential of
pagers, the chall.nge is to help them evolve from busin.ss tools to
consumer electronics products.

That might not be as easy as it sounds. H.re's a case in point:
A photographer who works f~r this magazine has owned a pager for many

y.ars, paying a set f •• for .onthly s.rvice. R.cently, he gave a colleaque
the name of his carrier to bUy a pager. Later, the photographer discovered
that hi. friend'. new .onthly service f •• was siqnificantly lower than his
own. To make a long story .hort, the original customer had to threaten to
go elsewhere to receive the same deal as a new customer.

The .tory illuminat.s but one dilemma that this insular industry must
overcome as consumer. - accustomed to easy straight-forwardness in buying
el.ctronics turn to pagers to provide a ho.t of p.rsonal services ~rom

.inding their children to .cr.ening their cellular phone calls.
To get a handle on .ome of these issues, industry experts recently met

here for a seminar called "Paging. For the Bu.in.ss of Life," sponsored by
the Paging Services Council, a con.umer information .ource that promotes
the benefits of paging and related per.onal communication••ervice., and
Telocator, the Washington, D.C.-ba.ed a••ociation for paging.

The .e••age everyone .eems to be giving i. that pager. are no longer
the awkward devices of yesteryear .een clipped to the belts of doctors,
plumb.r. and others on emergency calls.

Technological advances have tran.fo~ed the pager from a basic al.rting
sy.tem to a .ophi.ticat.d, per.onal ••••age c~unicating tool. Pager., say
the council, can aid just about anyone who want. to l.ad a more productive
lif.. (Some 14,000 per.on. awaiting organ transplant. were provid.d pagers
through a program called LifePage to ensure that they get· the ....age when
• suitable organ donor has b.en located.)

There are .ore than 11 million pager. in us. in this country today,
accounting for revenues of around $2 billion per y.ar, .ays Willi.. Bang,
vice pr.sident and dir.ctor of di.tribution for the paging division of
Kotorola, the pager mark.t share lead.r. Bang pr.dicts that 60 .illion
ptg.r. will be in u.. by the turn of the century. ..

"P.ging not only incr••••• your mobility, it also h.lp. you organize
and balanc. the demands of a tightly .cheduled day," according 1:0 '1'OJD
Stroup, president of Teloc.tor. Telocator .tr••••• that if the industry
play. it. cards right, paging has ••ny y.ar. of continu.d growth ah.ad of
it.

According to st.v. Spiro, global bu.in.s. m.nav.r for Motorola'. P.ging
Divi.ion, "Th. 10 p.rc.nt r.tail di.tribution th.t v. do tod.y vi1l grow to
50 perc.nt by 1115 ••• this is the beginning of a retail land.li......

...tail di.tribution has a number of advantag••, say. Spiro, bacluding
-ch.aper co.t of di.tribution." B. add. that r.tail.r. al80 "bave a
continual d.sire to expand."



spiro, believe. retail pager sales in large part will be impulse sales.
1Uld carr1er retail program. have aade that kind of purchase "very easy
because the consumer walks out of the store with a live pager."

"In five years" consumer pager sales will outstrip business sales,"
predicts J. Cliff Eason, president and CEO, Metromedia paging, a
Southwestern Bell company. "Lifestyles dictate it."

Where in the past, many pager companies lease the unit to customers,
carriers today want to sell the beeper, not lease it, says James Flynn,
senior director marketing and sales for Metromedia. "That locks the
customer in and is aore effective for us."

Flynn predicts that as the price of pagers tall, supermarkets will be a
large distributor in the near future.

Like numerous industry insiders, Flynn believes that cellphones were a
boon for hi. industry because a large percentage of cellphone users also
carry pagers to screen calls.

Also, the publicity that cellular garnered has helped consumers learn
about all kinds of telecomaunications product., inclUding pagers.

Says Michael Vemetti, senior vice president, Telocator, "A lot of
people thought the beginning of cellular would be the end of paging. Just
the opposite happened. Cellular fueled knowledge of other communications
devices."

What's in store for consumers? Both Metromedia's Flynn and Motorola's
Spiro think disposable pagers 'may be the next big thing, as travelers or
expectant fathers want pager service for a limited length of time
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Motorola pagers call on consumers
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Advertising Age
ISSN: 0001-8899

February 22, 1993 p. 25

Ad campaign ailled at women
By Ira Teinowitz
Motorola in April breaks its fir.t consumer campaign for pagers,

targeting career women rather than busin••• people.
Falling pager price. and changing job pattern. influenced Motorola's

Am.rica. Paging Product. Division to focus .or. heavily on consumers, .aid
JUlie X. Greene, .enior adverti.ing and prOllotion. aanager.

'Lif••tyle. are changing,' .h. said. 'With.em or dad on the run, th.re
n••ds to be a way to reach th.m.'

An $8 million print and cable TV campaign breaking April 25 targets
what Motorola exp.cts will be the biggest buyers of pagers: working moms.
McCann-Erickson Worldwide, Atlanta, handles.

On. print brochure being distribut.d to retail.rs features: a father,
mother and son with the h.adline 'They'r. why I bought a pager.' Another
.hows a woman saying, 'It .ets me free.'

Pagers 'have never been at the consumer price point before,' MS. Greene
said.

R.tail pric.s on pag.r. have dropped to as low as $69.99, from an
av.rag. of sev.ral hundr.d dollars three y.ars ago, according to Telocator,
an indu.try a.sociation. At the same tim., the price of paging .ervic. has
fallen to as little as $6.95 a month in som••ark.t., down from $20.

M.anwhile, technology has .xtended pager u.e from local to national and
int.rnational.

Motorola this .pring will .tart .elling pag.rs at .... .erchandiser.
including S.ars, Roebuck' Co., Service M.rchandise and bart Corp. for the
fir.t time.

Thi. month, Motorola began shipping the Free Spirit. It has a list
price of $169, holds 10 20-charact.r ••••ag•• and plays a musical tone to
signal a ••••age rather than beeping.

An up.cale, $300 pager only slightly thick.r than a credit card is
already on the market. called the Confidant, the Pag.r can hold eight
12-digit ••••age••

Con.umer. who bUy the pager. pay about $12 a month for service.
Pag.r. have experienced double-digit growth in r.cent years, T.locator

.aid. Th.re w.re 14 million in ••rvice at the and of la.t year, up 17.6'
from 1991, the group reported.

'W. are not y.t .e.ing the gen.ral oonsumer coming in drove.,' .aid
a••ociation President Tam stoup, 'but we ar••eeing the beginning of what
i. expected to be a large market pen.tration tor the industry into consumer
aarket•• '
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Pager Firms Target Consumers
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By Lurie Silberg
Pager manufacturers and carriers say they expect their

consumer-targeted products to move swiftly onto and quickly off retailers'
shelves this year, based on dealer reaction at Winter CBS.

Greater acceptance and understanding among consumers and retailers of
the once business-oriented product ha. contributed to growing inventory at
all retail levels, ~rom supermarkets to department .tores to electronic
specialty stores.

Vendors and carriers have adapted their product lines to address the
growing interest in pagers, as evidenced by some new introductions at the
electronics show last month.

Executives at Motorola Paging Products Division credit eroding price
point., lower monthly service fees and carriers' efforts to promote the.
products with pagers' movement into retail.

While retail SALES of pagers accounted ~or 20 percent of the market
in 1992, that number is expected to jump to 50 percent by the end of 1995,
according to industry statistics.

. Motorola has specifically targeted the first-time user with its new
Free spirit pager, an entry-level uniquely styled product that is activated
through the touch of one button, said Rob Pollack, director of products for
the company's paging division. The $169 black pager will be available later
this month.

'Our goal is to continue to educate the consumer,' he said.
American Paging Network, • service provider in Hinneapolis, carrie. out

a nationwide retail paging program for ita manUfacturers, predominately
Hotorola. American Paging, which haa been banging on retailers' doors tor
the last few years, aella through to ao.e 200 Seara atore., plua Beat Buy,
Silo, Hiqhland, and Best Products. 'We've really made it a consumer
retailer-friendly product,' said Rick Heckler, director of retail
distribution. 'The response to pagers at retail has been excellent. It's
become a real cateqory.'

Smart Page president Bob Rose .aid hi. company, which introduced a
consumer paqer called Smart Paqe at Winter CBS, took two issues into
account When developing the product. One, the consumer is confused by the
geographic boundari.s that accompany u.e of the pager, 'two, the consUlter
does not tully understand the value of the product and is therefore not
willing to pay a high price for a seldom-used item.

Typically, paqers are sold with instructions specific to a geograpbic
region .erved by the carrier and cannot be transferred to another part of
the country.

'1'0 entice the consumer to carry the product every day, even i~ the uer
does not intend to use it every day, the COIlpany ia of~erin9 an a1ternative
'to monthly service. The Smart Page pager is packaged with memory packs
called Smart Packs (like tilm for, a camera), good for 30, 60 or 90

(COPR. 1992 PREDICASTS)
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application.. Memory packll, which can al.o be purcha.ed .eparately, are
national Paging packet. and can be u.ed throughout the country. A pack of
30 will co.t $8.99, the aame a. one month of aervice.

Monthly .ervice for the pager i. available, said Rose, who noted the
product will·.ell for under $100. Shipping in April, the pager will be
available from bookstores to .pecialty .tores.

MobileComm, a BellSouth company, beqan .elling pagers at retail two
year. ago. The carrier attributes booming SALES to heightened con.umer
awarene.s and an expanded r.tail di.tribution network. The .ntire P.r.onal
Pav.r line, to which two n.w con.umer product. were added at CES, is sold
throuVh aore than 10,000 atore., including Radio Shack, Wal-Mart, AT&T
Phone centers, and LechDlere.

'We h.ve had a tr.mendou. positive re.pon.e from con.umer electronics
r.t.il.r••round the o.S.,' said Mik. Lurie, executive director of
alternate channels for MobileComm, ba.ed in Jack.on, Miss. 'We were
ov.rwhelmed by our holiday SALES numbers, activating thousands of pagers
in ••ingle seven-day period,' he .aid, noting the incr.ased SALES
demon.trate the wide acceptance of pagers outside the business community.

The company i. concentrating on retail and has .xpanded its line to
includ. Motorola'. Fr.e Spirit, call.d the 550 Free Spirit by MobileComm,
and MobileComm Numeric Display model 6800, which is manufactured by
Pana.onic and offered in clear, smoke and black.

Gary Vescio, vice pre.ident of retail SALES for PageNet, said pagers
will bring .ignificant opportunities forretail.rs. He projected that about
11.6 million units would be sold in 1996.

PageNet, which sell. the full line of Motorola products inclUding the
Fre. Spirit, privately .how.d a new con.umer-pager from Sam.ung Electronics
America Inc. at WCES. 'The pag.r has all the functionality of the Motorola
Express at a lower pric. point,' vescio said, adding the pager will .hip in ~

May at a .uggested retail of $89.99.
NEC of America Inc. i. readying a new consumer pager that will be

available in March or April for le.s than $100. The consumer will be able
to choo.. from color c.... in five bright hue., ••id Charli. Speights,
..rketing manager for NEC'. Mobil. Radio Division. Th. product will be
available at higher-end retail .tore••

Whil. .lphanumeric pag.rs are not expect.d to aak. .ignificant inroads
at retail anytim 13.8 495.3106 332.16 Tm
(Speiin)T1_13360 13.8 110.6h
16.4421 0 0 1n,of nation.l

SALES

, said the NEC Couri.r,

an alphanumeric product, was a
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product and a vendor,' he said.
Vniden plans to launch two new retail pagers during the next 12 to 18

months, he said.
PacTel Paging last fall unveiled a family-oriented paging system called

KidTrack, available now through~ retail outlets such as Kids 'R' Vs.
Dallas-based PageMart has developed a series of retail

display/merchandising packages that is used to drive home the message at
the retail level.
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